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Campus:

Contact Information:

Office Hours:

Short Faculty Bio:

Course description: 

The course analyzes the needs-based approach to identifying value systems and the relationship of perceived value to the buying decision. Students examine the comparative v. competitive advantage strategy and evaluate business to business (B2B) and business to customer (B2C) models.  The course also evaluates the features, advantages, and benefits (FAB) v. the cost benefit analysis (CBA) processes of determining customer value.    

Course Pre-requisites:  None
Required Readings: 
IMPORTANT:  You are required to purchase the textbook for this course.  Please go to MBS to purchase a print version.

Parker, P. M. (2005). The 2005-2010 world outlook for management consulting 
services.  Icon Group International.  

Daniels, P.W. (1986). Service industries: A geographical appraisal.  Routledge.  
Course length:  7.5 Weeks

Contact Hours: 45 Hours

Credit Value: 3.0

Program Outcomes:

1. Evaluate management practices in Service Sector Companies and industries in terms of human impact and financial impact over the short and medium term.

2. Apply ethical principles to the routine functions of the service sector to include multicultural settings.

3. Counsel stakeholders regarding basic business regulation and management practices to specific situations.

4. Implement and revise motivational practices and systems that meet the strategies and constraints of the work environment.

5. Design and execute employee communication plans toward expressed organizational goals.

6. Evaluate the skills and capabilities of individuals relative to specific organizational settings and goals.

7. Demonstrate the value-added contribution of leadership actions, practices and communication to the organization.

Course Objectives:

1. Execute Needs-Based Analysis to determine the effect of the perceived value on the customer buying decision. (Program Outcomes 2 and 7 )
2. Conduct a Cost Benefit Analysis based on the Comparative and Competitive advantages of a service provider. (Program Outcomes 1 and 3 )
3. Examine the different challenges faced by B2B compared to B2C service industries and evaluate techniques for each in communicating the value of their service to their customer base.  (Program Outcomes 1, 3 and 7)
4. Analyze the effectiveness of an organization’s rebranding and perceived value efforts in recovering from negative brand image.  (Program Outcomes 1, 3 and 5 )
Activities/Assignments/Assessments Table

	Unit
	Topics
	Academic Resources
	Learning Assessment System Assignment(LASA)/Weekly Assignments

	1
	Determining the Value Proposition
· 
The Needs-Based approach to identify the value prop.
· 
Perceived v real value in the eyes on the customer

	· 
Reading Resources 
Parker: The 2005-2010 World Outlook for Management Consulting Services–  Chapters 1 & 2

· 
Lecturette 1 (Needs Analysis)




	· Discussion/Participation Topic 
Prepare a one to two page Needs-Based Analysis outline for a particular Service Sector business and present a Comparative and/or Competitive advantage of that service to the customer’s value proposition.  


	2
	B2B and B2C  companies in the Service Sector
· 
The primary categories of the Service Sector industry
·     B2B and B2C  in the Service Sector and their value propositions.
	· 
Reading Resources
Parker: The 2005-2010 World Outlook for Management Consulting Services– Chapters 3 & 4.  

· 
Lecturette 2 (Service Sector categories)

[image: image2.emf]Service Sector  Categories


	· Discussion/Participation Topic
Highlight an individual B2B or B2C business and summarize its success or failure in creating perceived value of that service or service provider to its customer base.


	3
	Creating Value & Influencing Buying Decisions

· Service provider as industry expert
· Perceived value on the buying decision

	· 
Reading Resources
Parker: The 2005-2010 World Outlook for Management Consulting Services– Chapters 5 & 6.  

· 
Lecturette 3 (Perceived Value)
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	· LASA 1 (20%) (CO 1)
Conduct a customer Needs-Based Analysis for a B2B Service Sector business, identify the value proposition of the customer and recommend strategies for creating perceived value to influence the buying decision. 


	4
	Features, Advantages & Benefits (FAB)
· 
Influencing buying decisions  using FAB

	· 
Reading Resources
Parker: The 2005-2010 World Outlook for Management Consulting Services– Chapters 7 & 8.  

· 
Lecturette 4 - FAB
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	5
	Cost Benefit Analysis (CBA)
· 
Basic elements of the CBA
· 
CBA Best Practices in identifying real value
· Identifying and leveraging perceived value using the CBA

	· 
Reading Resources
Daniels, P.W.: Service Industries: A Geographical Appraisal-Chapters 1,2, and 3
· 
Lecturette  5 (Basic CBA)
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	LASA 2 (20%) (CO 3)
Analyze the effectiveness of the CBA in determining and communicating perceived and real value to the customer for a B2C service sector business and its influence on the buying decision.  Prepare an analysis or use a company profile as a case study.


	6
	Comparative v Competitive Advantage Strategies

	· 
Reading Resources

Daniels, P.W.: Service Industries: A Geographical Appraisal-Chapters  4,5, and 6
· 
Lecturette  6 -CBA Case Study
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	7
	Re-establishing the Value Proposition for Customers after Negative Brand Image
· 
Identifying customer perceptions
· 
Establishing perceived and real value of the brand
·     Using Comparative and Competitive Advantage strategies to re-brand
· Leveraging FAB and CBA to reposition the brand

	· 
Reading Resources
Parker: The 2005-2010 World Outlook for Management Consulting Services–  Chapters 9 & 10
Daniels, P.W.: Service Industries: A Geographical Appraisal-Chapters  7 & 8
·      Lecturette 7 (Arthur Anderson/Accenture)
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	· LASA 3 (35%)(CO 1-4)
Building upon the B2B in week 3 or B2C in week 5, develop a detailed Needs-Based Analysis incorporating FAB and CBA for either a B2B or B2C Service Sector business and outline the use of both Comparative and Competitive Advantage Strategies in reestablishing brand value and repositioning brand image.  



	7.5
	Review
	Summary and recap
	


Grading Criteria


Grading Scale


             Grading requirements









	A
	100 – 93 %

	A-
	92 – 90 %

	B+
	89 – 88 %

	B
	87 – 83 %

	B-
	82 – 80 %

	C+
	79 – 78 %

	C
	77 – 73 %

	C-
	72 – 70 %

	F
	69 and below


	Participation
	25%

	LASA 1
	20%

	LASA 2
	20%

	LASA 3
	35%

	
	100%


Library
All resources in Argosy University’s online collection are available through the Internet.  The campus librarian will provide students with links, user IDs, and passwords. 
Library Resources:  Argosy University’s core online collection features nearly 21,000 full-text journals and 23,000 electronic books and other content covering all academic subject areas including Business & Economics, Career & General Education, Computers, Engineering & Applied Science, Humanities, Science, Medicine & Allied Health, and Social & Behavior Sciences.  Many titles are directly accessible through the Online Public Access Catalog at http://library.argosy.edu.  Detailed descriptions of online resources are located at http://library.argosy.edu/libweb/resources/
In addition to online resources, Argosy University’s onsite collections contain a wealth of subject-specific research materials searchable in the Online Public Access Catalog.  Catalog searching is easily limited to individual campus collections.  Alternatively, students can search combined collections of all Argosy University Libraries.  Students are encouraged to seek research and reference assistance from campus librarians.

Information Literacy: Argosy University’s Information Literacy Tutorial was developed to teach students fundamental and transferable research skills. The tutorial consists of five modules where students learn to select sources appropriate for academic-level research, search periodical indexes and search engines, and evaluate and cite information. In the tutorial, students study concepts and practice them through interactions. At the conclusion of each module, they can test their comprehension and receive immediate feedback. Each module takes less than 20 minutes to complete.  Please view the tutorial at http://library.argosy.edu/infolit/ 

Academic Policies

Academic Dishonesty/Plagiarism:  In an effort to foster a spirit of honesty and integrity during the learning process, Argosy University requires that the submission of all course assignments represent the original work produced by that student.  All sources must be documented through normal scholarly references/citations and all work must be submitted using the current edition of the Publication Manual of the American Psychological Association. Students are encouraged to purchase this manual and become familiar with its content as well as consult the Argosy University catalog for further information regarding academic dishonesty and plagiarism.

Scholarly writing:  The faculty at Argosy University is dedicated to providing a learning environment that supports scholarly and ethical writing, free from academic dishonesty and plagiarism.  This includes the proper and appropriate referencing of all sources. You may be asked to submit your course assignments through “Turnitin,” (www.turnitin.com), an online resource established to help educators develop writing/research skills and detect potential cases of academic dishonesty.  Turnitin compares submitted papers to billions of pages of content and provides a comparison report to your instructor. This comparison detects papers that share common information and duplicative language. 

Americans with Disabilities Act Policy TC \l1 "
It is the policy of Argosy University to make reasonable accommodations for qualified students with disabilities, in accordance with the Americans with Disabilities Act (ADA).  If a student with disabilities needs accommodations, the student must notify the Director of Student Services.  Procedures for documenting student disability and the development of reasonable accommodations will be provided to the student upon request.  

Students will be notified by the Director of Student Services when each request for accommodation is approved or denied in writing via a designated form.  To receive accommodation in class, it is the student’s responsibility to present the form (at his or her discretion) to the instructor.  In an effort to protect student privacy, the Department of Student Services will not discuss the accommodation needs of any student with instructors. Faculty may not make accommodations for individuals who have not been approved in this manner.

The Argosy University Statement Regarding Diversity

Argosy University prepares students to serve populations with diverse social, ethnic, economic, and educational experiences. Both the academic and training curricula are designed to provide an environment in which students can develop the skills and attitudes essential to working with people from a wide range of backgrounds
�
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The Value Proposition for Customers

Needs-Based Analysis


Lecturette – Module 1


Needs-based analysis lies at the intersection of product marketing and new product development.  It is the study of why consumers purchase and what they do with those purchases.  In a world of mass-customization and one-to-one marketing, anticipating the customer’s needs is the key to a businesses competitive edge. 


Customers have long formed independent fan clubs around a particular product or practice.  However, the Internet has magnified the influence and scope of independent feedback forums by fostering an entire industry in user reviews. 

On-line customer reviews and customer profiling help assist businesses with tracking customer preferences and buying habits and trends, but that information is almost always gathered after the consumer makes a purchase.  How do you determine the needs of your potential customer or market segment?  You ask!  Some companies have placed their questionnaire, or needs-based questions right on their website.  Below is an example of Prudential Financial’s abbreviated needs-based analysis on-line.


Prudential Financial Solutions


		Take control of your financial life and focus on the goals that matter to you most. With the help of your Prudential Financial Planner, you'll develop a practical plan that is custom-fit to your family's needs. You and your Financial Planner will: 


Step #1:  Identify Your Goals
This involves getting to know what you care about and what you'd like to achieve.

Step #2:  Understand Your Financial Situation
You'll identify your financial resources and expenses.

Step #3:  Analyze and Review Your Results
Together, you'll develop your financial plan.

Step #4:  Discuss Your Recommendations
Discuss your plan and priorities.

Step #5:  Act on Your Recommendations
Implement your financial plan however you choose to, with the financial services professional of your choice.

Step #6:  Review Your Progress
You and your Financial Planner will check in periodically to help you stay on track.


You can rely on your Financial Planner as a trusted resource—and on your Financial Plan as an invaluable roadmap—to help you reach your financial goals. 






_1311534600.doc
B****


The Value Proposition for Customers


FAB

Lecturette – Module 4

When preparing to analyze and utilize the FAB strategy of selling or creating value, it's good to have a clear understanding of the differences between features, advantages and benefits.


Features are the set, objective facts or characteristics of your product or service that remain the same whether the prospect buys or not.


Advantages are statements about what the product or service can do or the function it performs but, as they are not directly linked to a specific customer need, they are far from being the whole story.


Benefits are statements which explicitly demonstrate how your products or service meets the needs of the prospect -describe the individual value the advantage has for this particular prospect as defined by his unique goals and priorities. The key is to focus on the selected features that offer a clear advantage to your prospect and link their objectives, making the benefits crystal clear.


The more you can personalize the 'benefit' to appeal to your customer and tailor your message so it relates to his explicit needs, the more powerful the sales pitch. Get to your customer's needs directly by asking questions about their problems, probing the potential effects and implications of using (or not) your product or service - which benefits are they looking for specifically? 
This will allow you to step into the prospect's shoes and gain insight into specific, explicit needs and those areas that would produce genuine benefit -ask yourself as if you’re the client what's in it for me? The focus of your communication should be on how your product or service can solve, address or improve on the areas of difficulty that the prospect outlined.


Your customers might want to know features, so that they can see what's included in the price, but it's the benefits that actually sell your product or service. Develop every product feature into a tangible benefit, an end result that satisfies a customer problem or need.


Top Tips


• Feature and advantage statements are useful in selling low value or transactional products/services, but ineffective with high value, complex sales. 

• Benefit statements have a positive impact on the outcome of high value, complex sales. 

• Only benefit statements which are directly relevant to the customer are of value. 

• Benefit statements must address a specific need to be of value. 

• The four types of benefits are: productivity gains, increasing revenue; reducing costs and enhancing image.
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The Value Proposition for Customers


CBA-Comparative & Competitive

Lecturette – Module 6

The accuracy of the outcome of a cost–benefit analysis depends on how accurately costs and benefits have been estimated. A peer-reviewed study of the accuracy of cost estimates in transportation infrastructure planning found that for rail projects actual costs turned out to be on average 44.7 percent higher than estimated costs, and for roads 20.4 percent higher For benefits, another peer-reviewed study found that actual rail ridership was on average 51.4 percent lower than estimated ridership; for roads it was found that for half of all projects estimated traffic was wrong by more than 20 percent. 

Comparative studies indicate that similar inaccuracies apply to fields other than transportation. These studies indicate that the outcomes of cost–benefit analyses should be treated with caution because they may be highly inaccurate. In fact, inaccurate cost–benefit analyses may be argued to be a substantial risk in planning, because inaccuracies of the size documented are likely to lead to inefficient decisions.


These outcomes (almost always tending to underestimation unless significant new approaches are overlooked) are to be expected because such estimates:


1. Rely heavily on past like projects (often differing markedly in function or size and certainly in the skill levels of the team members) 


2. Rely heavily on the project's members to identify (remember from their collective past experiences) the significant cost drivers 


3. Rely on very crude heuristics to estimate the money cost of the intangible elements 


4. Are unable to completely dispel the usually unconscious biases of the team members (who often have a vested interest in a decision to go ahead) and the natural psychological tendency to "think positive" (whatever that involves) 


Another challenge to cost–benefit analysis comes from determining which costs should be included in an analysis (the significant cost drivers). This is often controversial because organizations or interest groups may think that some costs should be included or excluded from a study.


In the case of the Ford Pinto (where, because of design flaws, the Pinto was liable to burst into flames in a rear-impact collision), the Ford company's decision was not to issue a recall. Ford's cost–benefit analysis had estimated that based on the number of cars in use and the probable accident rate, deaths due to the design flaw would run about $49.5 million (the amount Ford would pay out of court to settle wrongful death lawsuits). This was estimated to be less than the cost of issuing a recall ($137.5 million). Their decision was also based on their competitive advantage in the marketplace at the time of damage control.  They assumed since their brand and image was strong, they could withstand any negative fall-out.


In the event, Ford overlooked (or considered insignificant) the costs of the negative publicity so engendered, which turned out to be quite significant (because it led to the recall anyway and to measureable losses in sales).


In the field of health economics, some analysts think cost–benefit analysis can be an inadequate measure because willingness-to-pay methods of determining the value of human life can be subject to bias according to income inequity. They support use of variants such as cost-utility analysis and quality-adjusted life year to analyze the effects of health policies.
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The Value Proposition for Customers


Service Industry Categories


Lecturette – Module 2


The Service industries involve the provision of services to businesses as well as final consumers. Therefore, they include accounting, the trades, such as mechanics or plumbers, computer services, restaurants, tourism, and many other subcategories that provide special, specific or personal services to business (B2B) and individual customers (B2C).


This category has the following 13 primary subcategories; Advertising, Healthcare, Entertainment, Insurance, Tourism & Travel, Consulting, Business Management, Accountancy, Financial Services, Marketing, Public Services, Real Estate, and Personal Services.  


A Service Industry is one where no goods are produced whereas primary industries are those that extract minerals, oil etc. from the ground and secondary industries are those that manufacture products, including builders, but not remodeling contractors.


The Service Sector includes any industry in that part of the economy that creates services rather than tangible objects. Economists divide all economic activity into two broad categories, goods and services. Goods-producing industries are agriculture, mining, manufacturing, and construction; each of them creates some kind of tangible object. Service industries include everything else: banking, communications, wholesale and retail trade, all professional services such as engineering, computer software development, and medicine, nonprofit economic activity, all consumer services, and all government services, including defense and administration of justice. A services-dominated economy is characteristic of developed countries. In less-developed countries most people are employed in primary activities such as agriculture and mining.
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The Value Proposition for Customers


CBA

Lecturette – Module 5

Cost-benefit analysis is a term that refers both to help appraise, or assess, the case for a project or proposal, which itself is a process known as project appraisal; and an informal approach to making decisions of any kind. 


Under both definitions the process involves, whether explicitly or implicitly, weighing the total expected costs against the total expected benefits of one or more actions in order to choose the best or most profitable option. The formal process is often referred to as either CBA (Cost-Benefit Analysis) or BCA (Benefit-Cost Analysis).


A hallmark of CBA is that all benefits and all costs are expressed in money terms, and are adjusted for the time value of money, so that all flows of benefits and flows of project costs over time (which tend to occur at different points in time) are expressed on a common basis in terms of their “present value.” Closely related, but slightly different, formal techniques include Cost-effectiveness analysis, Economic impact analysis, Fiscal impact analysis and Social Return on Investment (SROI) analysis. The latter builds upon the logic of cost-benefit analysis, but differs in that it is explicitly designed to inform the practical decision-making of enterprise managers and investors focused on optimizing their social and environmental impacts.

Cost–benefit analysis is typically used by governments to evaluate the desirability of a given intervention. It is an analysis of the cost effectiveness of different alternatives in order to see whether the benefits outweigh the costs. The aim is to gauge the efficiency of the intervention relative to the status quo. The costs and benefits of the impacts of an intervention are evaluated in terms of the public's willingness to pay for them (benefits) or willingness to pay to avoid them (costs). Inputs are typically measured in terms of opportunity costs - the value in their best alternative use. The guiding principle is to list all parties affected by an intervention and place a monetary value of the effect it has on their welfare as it would be valued by them.
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The Value Proposition for Customers


Accenture Consulting


Lecturette – Module 7


Accenture is a professional services firm that has had, very publicly, to reinvent itself several times in recent years. The firm spun off from Arthur Andersen in 2001, and renamed itself the following year from the renowned Andersen Consulting to the unknown Accenture.


Accenture wasn’t known at the time that this spin off was forced, but nonetheless the expensive name change would isolate the consulting arm from the collapse of Arthur Andersen (which probably is the greatest and most unfortunate debacle in the history of auditing and related services).  The scandal related to Enron that Arthur Andersen was associated with, caused the firm irreparable damage both in reputation and financially.  

Far from being merely a brochure, a visit to Accenture's website reveals sophisticated portal providing useful news and articles, albeit supporting the supply of Accenture's services. 

The site’s design is original and easy to use. Instead of a logo in the top left corner, as usually prescribed, Accenture's designers went for a logo integrated with the promotional picture that covers most of the left side. 

The set of pictures occupying that frame are nicely aligned with the "I am your idea" campaign, which appears in 22 countries, revealing a coordinated effort to implement 360-degree branding.  It also looks nothing like Arthur Andersen ever did and does not mimic other consulting or business management firms.


The enlistment of Tiger Woods as spokesman elevated the value of Accenture and increased its name recognition immensely.  The perceived value of a business is often most affected by its advertising campaigns and use of celebrities, sports figures and animals or children.



_1310743086.doc
B****


The Value Proposition for Customers


Perceived Value

Lecturette – Module 3

The perceived value of a product within the context of marketing means the relationship between the consumer's expectations of product quality to the actual amount paid for it. It is often expressed as the equation:


Value = Benefits / Price or alternatively: 


Value = Quality received / Expectations 


There are parallels between cultural expectations and consumer expectations. Thus pizza in Japan might be topped with tuna rather than pepperoni, as pizza might be in the US; the value in the marketplace varies from place to place as well as from market to market.


For a firm to deliver value to its customers, they must consider what is known as the "total market offering." This includes the reputation of the organization, staff representation, product benefits, and technological characteristics as compared to competitors' market offerings and prices. Value can thus be defined as the relationship of a firm's market offerings to those of its competitors.


Value in marketing can be defined by both qualitative and quantitative measures. On the qualitative side, value is the perceived gain composed of individual's emotional, mental and physical condition plus various social, economic, cultural and environmental factors. On the quantitative side, value is the actual gain measured in terms of financial numbers, percentages, and dollars.


For an individual to deliver value, one has to grow his / her knowledge and skill sets to showcase benefits delivered in a transaction (e.g., getting paid for a job).


For an organization to deliver value, it has to improve its value to cost ratio. When an organization delivers high value at high price, the perceived value may be low. When it delivers high value at low price, the perceived value may be high. The key to deliver high perceived value is attaching value to each of the individuals or organizations—making them believe that what you are offering is beyond expectation—helping them to solve a problem, offering a solution, giving results, and making them happy.


Value changes based on time, place and people in relation to changing environmental factors. It is a creative energy exchange between people and organizations in our marketplace.



